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COVID-19 Response: Stay at Home Order

https://youtu.be/AmsTM0g9-fM

https://docs.google.com/file/d/1w0Om8ZdUbmX1E9cAGDAFLWyLofjcAfZj/preview
https://youtu.be/AmsTM0g9-fM


COVID-19 Response: Stay at Home Order



Promoting Home Activities: Stay at Home Order



Partnered with Idaho-based illustrator

Promoting Home Activities: Stay at Home Order



Marketing Performance

● Strong Social Interactions 
○ Facebook: 216,335 video thru plays 
○ 373K clicks & over 1.1 million engagements 

● Over 9K Activities Sheet Downloads 
○ Nearly doubled since end of April

● Travel Guide Requests 
○ 49% increase guide requests by mail 
○ 195% increase in views to digital guide 



All Site Traffic



Top Converting Geos 

Metro
% of Site 

Visits

Travel Guide 
Mail 

Requests 

Digital 
Travel Guide 

Views

Salt Lake City UT 7.58% 136 3,128

Seattle-Tacoma WA 4.94% 151 2,712

Spokane WA 3.36% 72 1,673

Portland OR 2.44% 116 988

San Francisco-Oakland-San Jose CA 2.29% 82 732



Support Local Gems



Idaho Now, Then and Again



COVID-19 Response

Staged Reopening: 
Phase 1 (Stages 1-3)



COVID-19 Response: Recovery Messaging Phase 1
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COVID-19 Response: Recovery Messaging

https://youtu.be/_Jk6RwewRqs

http://www.youtube.com/watch?v=_Jk6RwewRqs
https://youtu.be/_Jk6RwewRqs


COVID-19 Response: Recovery Messaging



COVID-19 Response

Staged Reopening: 
Phase 2 (Stage 4)



COVID-19 Response: Recovery Messaging Phase 2

● Launch week of June 15th
○ Updated website messaging
○ Updated video and ad creative

● Focus on broader reopening of state (Stage 4)
● Evaluate out-of-state target expansion
● Reactivate 18 Summers messaging (July-August)



Marketing Allocation

TripAdvisor
Expedia
Priceline
Sojern
Adara

Samsung
ConversantGoogle

Facebook
Pinterest
YouTube
Microsoft

ConnectedTV



Arrivalist 



Idaho Tourism
Data-Driven Decisions



Mobility and Visitor Profile 

● First Visitors to Idaho
● Resident vs Visitor Activity
● Demographics
● Democratizing Data
● Pair with Emerging Data Sources

Contact: Kasey Schnormeier
kschnormeier@maddenmedia.com 



Travel Search Trends
Key Takeaways

● 80% increase from lowest 
levels, 12% WoW increase

● Leading indicator of 
consumers regaining 
active interest in travel

● Based on terms using 
Google search trends

● APR-JUL are traditional 
peak search periods

Source: Madden Travel Index



Organic Performance

● 5X increase and 
sustained WoW 
improvement, 20% 
increase over last week

● Consumer engagement 
with panel of DMO 
websites from organic 
users

● Weighted heavily in our 
overall consumer travel 
intent

Key Takeaways

Source: Madden Travel Index



Marketing Engagement
Key Takeaways

● Post-Click engagement 
outperforming norms by 
22% 

● Charts consumer 
interaction with 
paid/non-organic traffic

● Compared to historical 
trends (‘18 & ‘19)

● Google, Facebook, 
ConnectedTV performing 
strongSource: Madden Travel Index



Traveler Sentiment
Key Takeaways

● Travel demand 
increasing, waiting on 
the ability to travel

● Travel will return within 
the next 6 months

Longwoods, Wave 11



Traveler Intent (Next Six Weeks)
Key Takeaways

● 48% of people planning 
to travel in next 42 Days
 

● 36% of travelers will 
travel to get away, not 
see friends and 
relatives
 

● 64% of travelers will 
travel to see friends 
and relatives

Source: Longwoods, Wave 11



Traveler Planning Intent
Key Takeaways

● Cities and Beach 
destinations show a 
considerable decrease
 

● Mountain destinations, 
parks, outdoors show 
considerable increases
 

● Most other destination 
types are stable

Source: Destinations Analysts, Wave 11



Current Travel Activity
Key Takeaways

● Memorial Day 
Weekend had the most 
dramatic increase in 
Week-over-Week 
trends 

● Confidence, especially 
in rural/suburban areas 
expected to grow 
faster than urban 
environments

Source: Daily Travel Index, Arrivalist, May 25



Traveler Booking Activity
Key Takeaways

● Condensed booking 
windows, people are 
booking closer to time 
to travel

● Last-minute travel 
bookings <7 days still 
significantly above the 
norm
 

● Marketing needs to 
meet consumers 
where they are in their 
booking windowsSource: Google (Internal)
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Long-Term Strategy Post-COVID19
Capture pent-up Travel Demand, then Differentiate to Increased Yield

PHASE 1: RESEARCH AND RECOVERY

Audience expansion based on visitor profiles post-COVID, goal to improve 
overall occupancy and length of stay

PHASE 2: OCCUPANCY IMPROVEMENT (Increase Occupancy Rate)

Refine audience buying behaviors based on visitor yield across both 
occupancy revenue sources and sales tax behavior

PHASE 3: YIELD EXPANSION (Improve ADR + Sales Tax Revenues)

Step 1: 
Research and Adjustments to 
Messaging & Audiences

Step 2:
Campaign Creative & 
Media Planning

Step 3:
Campaign Optimization 
and Reporting



Engage and Encourage
(25% Daily Spend Levels) 

Incentive Activation
(60% Daily Spend Levels)

Recovery Marketing
(130% Daily Spend Levels) 

“New” Normal
(Normalized Budget Levels) 

Phase 1: Research and Recovery
Community 

Opening
Return of 

Meetings and Groups
Peak Point of 

Infections
Opening Date 

Announcement

Target Audience

Media Tactics

Leisure drive markets, in-state, 
key fly-markets, key meetings 

markets 

Strong CTAs, Traditional, Email 
Campaigns  

Leisure drive markets, 
in-state, fly-markets, key and 

new meetings markets 

New Normalization of Media 
Strategy based on New 

Environment

Existing, engaged audiences

Lower-Funnel Engagement, 
Keep Engaged Users, 

Improve Organic, and Visitor 
Guide Distribution

Residents, Leisure drive markets, 
in-state, key meetings markets

Conversion-Driven marketing, 
Prospecting Display, Paid Social, 

Native Advertising



CONSIDERATION DESTINATION ADVOCACYINSPIRATIONAWARENESS

Market to Demand, Convert with Safety 



Festival Marketing

Pre-opening/pre-approval: Generate 
interests through lead-gen campaigns, 
follow-up engagement with email marketing

Post-Approval: Use audiences from 
lead-gen campaigns to build remarketing 
audiences, max engagement and frequency

Shortened Booking Windows: Tickets and 
event confirmations are going to be even 
more last-minute than in the past, <2 weeks



Importance of Information
Key Takeaways

● Create content that 
reinforces best 
practices for 
cleanliness

● Community pledges 
for cleanliness

● How your community 
has responded, both 
the history and the 
current environment

Source: Destinations Analysts, Wave 10



Meetings Planners
Key Takeaways

● 2 in 3 planners actively 
sourcing new events

● 40% researching for the 
future

● Fewer than 10% are not 
working

Source: Northstar



Segment Meetings Marketing
Key Takeaways

● Segment your markets

● Create content to 
engage the various 
meeting planners for 
these markets
 

● SMERF, Government, 
Local/Regional have 
strongest likelihood to 
book  

Source: Northstar



Source: Northstar

Meetings Recovery Planning

● SEGMENT: Ensure you have a landing page that speaks 
to each of the meeting planner audiences you want to 
recruit to your destination 

● CONVERT: Create strong CTAs to have planners submit a 
RFP or provide a guided request for information about 
their event

● RE-ENGAGE: Activate your MarTech solutions to bring 
your existing relationships with planners back for 
in-person and virtual fam tours

● PROSPECT: Create marketing assets to improve 
prospecting and grow that audience of meetings 
planners for your destination



Thank you!


